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Thursday, 7 April 2016 

Where do Australians buy their homewares? 

According to the latest findings from Roy Morgan Research, just over 1.6 million Australians 
14+ buy homewares in an average four weeks, spending nearly $133 million between them 
(an average of $73 per person per four-week period). So which retailers are leading the 
homewares market? Well, that depends on whether you’re talking customer numbers or 
average amount spent per customer… 

In an average four weeks, 286,000 Australians make at least one homewares purchase from 
Kmart, making it the retailer with the most customers for this product category. Although these 
customers spend a relatively low average of $54 each, their sheer numbers deliver Kmart the 
largest dollar share (11.6%) of the Australian homewares market.  

 

In contrast, 90,000 Aussies buy homewares from IKEA in any given four weeks, but with an 
average spend of $118 each, the Swedish retailer is sitting pretty with an 8.0% share of the 
market – second only to Kmart. 

 

Top 10 homewares retailers in terms of market share (with average customer spend) 

 
Source: Roy Morgan Single Source (Australia), January–December 2015 (n=1,320).  

Department store Myer’s customers spend the highest average amount ($124) of the Top 10 

market shareholders, landing the department store with the third-largest dollar share despite 

ranking eighth in terms of customer volume. Its department-store rival David Jones also 
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features in the Top 10 thanks to its customers’ healthy homewares spend ($114) rather than 

shopper numbers. 

A mix of discount retailers, specialist stores, Woolworths and Bunnings complete the Top 10.  

Andrew Price, General Manager – Consumer Products, Roy Morgan Research, says: 

“Kmart does it again! Hot on the heels of our findings that Kmart is the most popular 

store for buying denim jeans and women’s footwear, as well as being the store most 

visited by Australian children, Roy Morgan data reveals that the discount department 

store is also a leader in the field of homewares. 

“Whereas people who buy their homewares from other retailers may spend more, 

Kmart’s homewares shoppers are so numerous that even with a relatively low average 

spend of $54, the chain is number one for dollar market share and shows every sign of 

staying there. Since 2010, when 149,000 Australians bought homewares at Kmart in an 

average four weeks, the retailer has almost doubled its customer numbers for this 

product category. Their average spend has also increased slightly, although not to the 

same extent of the customers of some of its rivals. 

“It is worth noting that the number of Aussies buying homewares via the Internet is 

growing gradually, and bricks-and-mortar retailers would be well advised to stay 

abreast of both their online rivals and their traditional competitors. In fact, in this 

changing retail environment, most savvy bricks-and-mortar retailers tend to offer their 

customers an e-commerce channel as well as a physical shopping space...” 

 

For comments or more information about Roy Morgan Research’s consumer products 
data, please contact: 

Roy Morgan Research -- Enquiries 
Office:  +61 (3) 9224 5309 
askroymorgan.@roymorgan.com 

Related research findings 

View our extensive range of retail reports and profiles, including our Kmart customer profile, our IKEA 
customer profile and our House customer profile. 

Compiled with data from Roy Morgan’s Single Source survey (the largest of its kind in the world, with 
50,000 respondents p.a), these ready-made profiles provide a broad understanding of the target 
audience, in terms of demographics, attitudes, activities and media usage in Australia. 

About Roy Morgan Research 

Roy Morgan Research is the largest independent Australian research company, with offices in each state 
of Australia, as well as in Indonesia, the United States and the United Kingdom. A full service research 
organisation specialising in omnibus and syndicated data, Roy Morgan Research has over 70 years’ 
experience in collecting objective, independent information on consumers. 
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Margin of Error 

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on 
which it is based. Margin of error gives indications of the likely range within which estimates would be 
95% likely to fall, expressed as the number of percentage points above or below the actual estimate. 
Allowance for design effects (such as stratification and weighting) should be made as appropriate. 

Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

5,000 ±1.4 ±1.2 ±0.8 ±0.6 

7,500 ±1.1 ±1.0 ±0.7 ±0.5 

10,000 ±1.0 ±0.9 ±0.6 ±0.4 

20,000 ±0.7 ±0.6 ±0.4 ±0.3 

50,000 ±0.4 ±0.4 ±0.3 ±0.2 
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